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Abstract 
The purpose of the study is to investigate the literature and applications in business world about the competitive 
intelligence, and especially evaluating and developing competitive intelligence. For this reason a wide literature 
review will be done in paper. The study continues as fallows. First of all, a brief literature review regarding 
competitive intelligence as mentioned in literature will be given. By doing that literal view of theorists will be given 
to readers. Next, the samples of competitive intelligence applications will be presented in study. So that the 
application models will be shown to readers. Finally, comparison between the literature and applications will be done 
and the results of comparison will be given as conclusion. 
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1. Introduction 
It's a fact that organizations need to know their competitors if they need to survive in contemporary 
shrinking markets that are including increasing number of companies adding competitive intelligence 
units to their operations. The development in technology and internet advancements let all organizations 
use competitive intelligence (CI) techniques (Attaway 1999: 50).  Competitive intelligence is frequently 
misunderstood as it’s a sort of business espionage. The reason of this confusion is they both have common 
activities. But industrial espionage is forbidden in most countries and that prevents the development in 
competitive intelligence studies as well.  
Apart from legal regulations it's still not so clear how to evaluate competitive intelligence and how 
effective competitive intelligence works. In this foggy field there are few data about application results in 
business competition and despite the wide knowledge revealed there is long way to enlighten the domain. 
Ordinary CI has three parts: gathering raw information, processing the raw information and obtaining 
targeted, concisely organized details. Since providing raw information is relatively easy with the help of 
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internet, the real challenge in CI is become to be focusing on a limited number of topics and filtering out 
as many irrelevant documents as possible (Sullivan 2000: 30). 
2. Competitive Intelligence 
Peter Drucker’s “knowledge workers” was one of the first suggestions that human capital would be a 
critical source of competitive advantage (Erickson and Rothberg 2009: 559). Competitive intelligence 
means a "systematic process initiated by organizations in order to gather and analyze information about 
competitors and the general socio-political and economic environment of the firm". Main goal of CI 
programs is to use different information sources in order to increase the competitiveness of the 
organization while decreasing the competitive advantage of rivals (Fitzpatrick and Burke 2003: 20-21). As 
a process, CI is the set of legal and ethical methods a company uses to benefit from information that helps 
it achieve success in a global competition markets. As a product, CI is information about competitors' 
activities from public and private sources, and its scope is the present and future behavior of competitors, 
suppliers, customers, technologies, acquisitions, markets, products and services, and the general business 
environment (Vedder et all 1999: 109). 
Competitive intelligence is not to be confused with espionage. Espionage is unlawful and unethical 
while competitive intelligence is legal and associated with a detailed code of ethics (Richardson and 
Luchsinger 2007: 42). Competitive intelligence as a concept show improvement about competitiveness of 
an organization was proposed in the 70-ties of the last century. In the 1980-ties several USA enterprises 
introduced formal business intelligence functions, the origin of which date back in military arts and in the 
ability to use and analyze information when taking decisions of military nature. In 1986, people 
professionally dealing with competitive intelligence established an international Society of competitive 
intelligence professionals – SCIP in the USA. Today, the society has more than 7000 members from 64 
countries (Cekuls 2010: 37). 
The Strategic and Competitive Intelligence Professionals (SCIP), formerly the Society of Competitive 
Intelligence Professionals, is a global nonprofit membership organization for everyone involved in 
creating and managing business knowledge. According to definition of SCIP “Competitive intelligence is 
the process of monitoring the competitive environment and analyzing the findings in the context of 
internal issues, for the purpose of decision support”. CI is neither espionage nor counterintelligence. 
Additionally effective CI is a continuous process involving the legal and ethical collection of information, 
analysis that does not avoid unwelcome conclusions, and controlled dissemination of actionable 
intelligence to decision makers. During daily life any employee who visits a trade show, reads a 
newspaper, or talks to friends in the same industry is doing research of CI without conscious effort 
(www.scip.org). Between 70&90 % of the CI a company needs owned by own employees who collect it 
during dealing with suppliers, customers and other industry contacts (Attaway 1999: 51). As CI operations 
continue to grow and effective competitive intelligence itself is increasingly seen as a means of 
competitive advantage by developing a better understanding of what competitors might be up to and 
acting appropriately (Erickson and Rothberg 2009: 560). There are three main steps to achieving 
competitive intelligence (Hilterbrand 2010): 
• Gather information 
• Extract information 
• Apply context to information 
Competitive intelligence may be defined as “the transformation of raw information regarding the 
competitive external environment into intelligence to support business decisions” (Hughes 2005: 5). 
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Competitive Intelligence is also defined as a "systematic and ethical program for gathering, analyzing, and 
managing external information that can affect your company's plans, decisions, and operations" as well 
(http://competitive-intelligence.mirum.net a). While Business intelligence (BI) is defined as a "broad 
category of application programs and technologies for gathering, storing, analyzing, and providing access 
to data to help enterprise users make better business decisions" (http://competitive-intelligence.mirum.net 
b). Basic sources of CI are (Fitzpatrick 2003: 5; Gelp et all 1991: 44):  
• archival and published works 
• government documents 
• online competitive data bases 
• on the record interviews with corporate personnel or industry experts. 
Different research concludes similar results. Research done by The Future Group in 1995, 1996 and 
1997 results findings like (Groom 2001: 14): 
• Publications were the primary source of information (88%). 
• Suppliers and customers were the two most valuable sources of information (37%). 
• “Actions taken” was the method used most often for measuring intelligence system effectiveness 
(67%). 
• “Competitive activities” was the most popular topic on which the respondent’s company receives 
intelligence. 
• Better intelligence on “competitive activities” was still needed (57%). 
Gathering CI useful for understanding competitors’ strengths and weaknesses and taking position 
according to this information (Gelp et all 1991: 43). Most of large companies and corporations expect 
competitive intelligence to support the following business processes (Gaidelys 2010: 1062): 
• Working out new products and introducing them into the market; 
• Keeping up strategies, purchasing of new companies and mergers of business included; 
• Sales and supply to the market; 
• Human resources; 
• Marketing communications. 
The value of CI is mainly related with uses of that intelligence. By use of CI firms may reach better 
performance in fallowing areas (McGonangle 2004: 68):  
• Acquisition of new business 
• Retention of existing business 
• Improvements in sales-force performance and morale.  
Not all intelligence but organized competitive intelligence has role in corporate strategy. The Benefits 
of an Organized Approach to Intelligence are given below (Gilad 1989: 33): 
1. Identification of new business opportunities. 
2. Sharing of ideas. 
3. Improved ability to anticipate surprises. 
4. Improving managers’ analytical skills. 
5. Integrating diverse ideas. 
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The objectives of using an organized information system of CI in organizations are given below (Popa 
and Cucui 2009: 330): 
• Enhancing organization’s competitiveness. 
• Predicting, with a high level of trust, business environment’s evolutions, competitors’ actions, 
customers’ requirements, even influences generated by political changes. 
• Providing a better and better support for strategic decision making process. 
Emotional intelligence may maintain a competitive advantage in organizations. The influence of leader 
EI on organization members directly effects organization effectiveness that boosts competitive advantage. 
The positively influenced employees also collect CI effectively and voluntarily. The process is basically 
given at figure below. 
Figure 1: The influence of leader EI on individual EI leading to enhanced organizational 
effectiveness and competitive advantage. 
Source: Connell and Travaglione 2004: 56 
As seen on figure below emotional intelligence indirectly affects competitive advantage through 
leadership and strategic change. 
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Figure 2: A resource-based view for linking leader emotional intelligence to competitive 
advantage. 
Source: Voola et all 2004: 85 
The leader EI also affects positively on organizational citizenship that strength the employees against 
CI activities. Creating organizational citizenship behavior is a good start for hassling with CI activities but 
more is required for a professional counter competitive intelligence process.  
3. Counter Competitive Intelligence 
On the other side protecting corporate information became as a counter mechanism as well. 
Organizations defense mechanisms evolve in order to protect information from competitors. Some of 
these procedures are given as sample below (Attaway 1999: 51): 
• Training employees not to give sensitive information, 
• Strictly screen prospective employees and contract workers so that they should possess good 
references and stable work backgrounds, 
• Require key executives to sign non-disclosure agreements.   
• Hire an outside counterintelligence specialist to investigate the company's practices, 
• Apply extreme caution while posting information on the company's intranet, 
• Be wary of using automated log on procedures for remote access, 
• Assign someone to monitor references to the company on the web, 
• Agree on a single, company-wide encryption product that provides for a central "key" repository. 
Key value of counter competitive intelligence is creating and developing consciousness about 
recognizing competitive intelligence activities. As mentioned above most of the research of CI is done 
without conscious efforts during social activities. Guarding companies against competitors learning about 
their operations is important as specializing in CI. The reason of this is; employees no longer have the 
kind of loyalty they had to corporations in the past (Ettore 1995: 19).  
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Financial losses from CI intrusions are consistently increasing in U.S. There are several competitive 
counter intelligence (CCI) programs in U.S. firms that estimated about $250 billion annually in 1998 
(Fitzpatrick and Burke 2003: 21). A seven stage CCI program is consisting of seven issues starting with 
letters FOG-PACT. These stages are (Fitzpatrick and Burke 2003: 34-40): 
• F: FBI and the ANSIR program: The FBI’s Awareness of National Security Issues and Response 
Program constitute a potential early warning mechanism against economic espionage. 
• O: Outsourcer Security Issues: In order to develop Effective CCI programs, all organizations and 
especially virtual organizations have to focus on security issues that deals with extensive use of 
subcontractors and other strategic partners. 
• G: Minimizing CI Losses Attributable to Government Filings: The firm’s legal and security 
staffs review and verify that all filings contain the minimum amount of documentation required 
by specific governmental agencies. 
• P: Personnel Security Issues: Extensive background investigations should be a beginning since 
this stage is accepted as the weakest link. 
• A: Auditing Corporate Security: Routinely corporate security penetration exercise using outside 
experts may give good results for companies. 
• C: Computer Security: Security management hardware and software often used to hinder cyber 
attacks. 
• T: Telecommunication Security: Technological CI problems (like electronic monitoring of 
computer screens and telecommunication systems) may solved with technological solutions. 
4. Competitive Intelligence Applications 
There are many areas that competitive intelligence may apply including research& development 
management. Competitive technical intelligence (CTI) and strategic technological foresight (STF) are two 
good samples applied by a foresight program that recently studied on Canada’s foresight capacity. CTI is 
competitive intelligence within the R&D arena and CTI is defined “business sensitive information on 
external scientific or technological threats, opportunities, or developments that have the potential to affect 
a company’s competitive situation” (Calof and Smith 2010: 31-32). Competitive Technical Intelligence is 
also defined as a Competitive Intelligence with a strong emphasis on science and technology and their 
impact on research and development activities (Dou and Manullang 2004: 103). Competitive intelligence 
(CI) brings competitive advantage (CA) with strategic implementations (SI). The formulation will be like 
that (Rogojanu et all 2010: 221): 
CI + SI = CA 
There are lots of samples of competitive intelligence applications in business life. Companies creating 
funds for CI expenditures are increasing every day. A case personally experienced by Carl Drott 
(Associate Professor of information science at Drexel University in Philadelphia) is given below as a 
sample for these funding strategies.  
... the case happened while attending to a professional conference. The narrator meets with a former 
student that works on the IT staff of a large company. They talk about their impressions about conference 
and what they meant for the direction of IT. Then they went to a restaurant for a glass of wine and 
appetizers to continue their discussion. After her (former student) payment the narrator asked if her 
company would reimburse her for it. She replied that they would and added "she will charge it to the 
round-of-drinks fund and it will earn her points with management". Narrator asked for details and she 
explained that the office of the vice president for planning maintained a special fund for employees who 
usually did not have entertainment expenses. This money was completely separate from the funds her 
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manager had allocated for her trip, and the only requirement for using it was that she send an  email 
report on whom she had met with and what she learned ...  (Drott 2001: 32-33). 
Table 1: Competitive technical intelligence (CTI) examples of company program and actions 
Source: Calof and Smith 2010: 33 
On the other hand STF is mainly evolved with the cooperative practices of the US military technology 
planning environment (e.g. Rand Corporation) global oil and resource processing business roots (Royal 
Dutch Shell Group Planning, and The Global Business Network) and the Japanese and German 
government’s Delphi work of the last 30 years. STF is defined as “a set of strategic tools that support 
government and industry decisions with adequate lead time for societal preparation and” strategic 
response”.  Foresight Process is consisting of alternating 10 steps, these stages typically applied by 
governments in S&T foresight process is given below (Calof and Smith 2010: 34): 
1. Define project topic 
2. Review current situation 
3. Identify key lenses 
4. Answer challenge questions 
5. Identify change drivers 
6. Select critical drivers 
7. Identify scenarios 
8. Populate each scenario 
9. Backcastto present 
10. Synthesis and recommendations 
A study shows that the large/medium enterprises of Latvia deal with market surveillance and in long 
range think about implementation of the approach of competitive intelligence. Also there are no explicit 
policy in the sphere of competitive intelligence exist in the large and medium Latvian enterprises. 
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Provision of systemic competitive intelligence of business environment is mainly hindered by obstacles to 
mutual communication inside the enterprise. Top managers of Latvian enterprises participate at all stages 
of CI process (Cekuls 2010: 38-39). 
Another study done by Heinrichs and Lim shows that competitive intelligence utilization can provide 
marketing managers with speed in analysis, that marketing models can provide the organization with 
focus, and that the critical thinking skills of the organization’s marketing managers can provide the 
organization with competitive advantage. These tools and skills enable the marketing managers to produce 
detailed insights into the global competitive landscape (Heinrich and Lim 2008: 107). 
5. Methods of the Study 
The literature knowledge and application results used in research are gained from random academic 
studies. Over 50 studies are reviewed. With these reviews the fundamental definitions are generated; 
samples are collected and comparisons are done. Both theory and application models are given in order to 
compare them easily.    
6. Conclusion 
The recent studies show that successful CI practitioners are learning CI through actively listening, 
reading, discussing and performing. Practitioners must possess specific competencies, knowledge, skills 
and abilities to effectively execute the sustainable intelligence cycle (Fleisher 2004: 58).  
CI development and evaluation process will get better by performing CI practices. Benchmarking 
current applications will also help in both issues as well. Systematic studies may also provide success in 
both goals. And finally leadership with consistent support will soon or late give results eventually. 
While competitive intelligence issues are developing, the legal frame work of competitive intelligence 
is gathering according to CI experiences. The future of CI needs to find legal solutions for new problems. 
The consistent development is vital in order to survive in this competitive erea. 
7. Suggestions for Further Research  
For further literal research, suggested sources are given below; 
The Strategic and Competitive Intelligence Professionals’ Competitive Intelligence Review Author 
Index, http://scip.cms-plus.com/files/CIRIndexAuthor.pdf 
Competitive Intelligence Review, Online ISSN: 1520-6386, 
http://onlinelibrary.wiley.com/journal/10.1002/(ISSN)1520-6386/issues 
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